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Introduction 
 
Social marketing not only targets individual behaviour change, but also 
attempts to bring about changes in the social and structural factors that 
impinge on the opportunities and capacities an individual may have toward a 
healthy and fulfilling life1. Marketing is known to influence behaviour especially 
in the commercial arena but often in a way that is harmful to health. Therefore 
it is thought that social marketing, using the same methods of commercial 
marketing can be used to improve health2. 
 
Social marketing is viewed as one aspect of the multiple-approach required 
for comprehensive obesity prevention programs. An approach across  
multi-settings using multi-strategies such as community capacity building, 
social marketing, policy change, behaviour and environmental change is 
required for sustainable effects 3, 4. 
 
It’s Your Move! included social marketing as one of its standard objectives 
within its Action Plan. The aim of this objective was to achieve high 
awareness of the projects key messages. It was viewed as work that needed 
to be planned around marketing the behavioural change objectives of the 
Action Plan. The advantage of working with an adolescent target group is that 
they are a resource5 and in this case were engaged to develop and deliver the 
social marketing messages for the project  
 
A social marketing plan was developed to meet this objective and was 
designed with two distinct phases covering the three year period of the 
project. Phase One of the social marketing plan related to the first 18 months 
of the project (2005-2006) and focused on raising awareness of the project 
within the five intervention schools and their wider community. Phase Two 
implemented during the second half of the project (2007-2008) concentrated 
on developing targeted messages and delivery materials for each behavioural 
objective.  
 
This report provides an overview of the strategies used in the development 
and delivery of the social marketing messages and materials for It’s Your 
Move!. The report also covers the miscellaneous activities that occurred when 
unexpected opportunities arose for social marketing throughout the project. 
The process evaluation results are also integrated into the report. 
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Implementation 
 
PHASE ONE: January 2006 – December 2006 
 
Phase One of the social marketing objective was primarily focused on raising 
awareness about the aims and objectives of the project in general. This 
initially involved informing the schools, teachers and students about the goal 
of the It’s Your Move! project and its objectives. It was a period of time where 
baseline data collection was coming to an end and structures, roles and 
responsibilities were being cemented. It also coincided with the 
commencement of the intervention period.  
 
The main key strategies for Phase One included: 
• development of a project name and logo 
• up-skilling of project staff in social marketing principles and practice 
• development of a social marketing plan 
• development of a communication protocol; and 
• development of templates and marketing materials incorporating the 
project’s name and logo. 
 
Once these were established they were then applied to a variety of other 
strategies used to promote the project such as: 
• school based presentations 
• media coverage, and 
• project newsletters. 
 
 
1.1 Project Name and Logo 
 
With any project it is important to establish an identity and a meaningful logo 
early on in the implementation phase. The development of the project’s name 
and logo has been reported on in the Implementation Report 1 – Project 
Design. 
 
 
1.2 Social Marketing Professional Development Short Course 
 
A two day Social Marketing Professional Development Short Course was 
offered to all staff involved in the Sentinel Site for Obesity Prevention projects, 
as well as to other obesity prevention projects at a similar stage of 
implementation. The two day course was conducted locally at Deakin 
University, Waterfront Campus in September 2005. The purpose of this 
course was to up-skill key stakeholders in social marketing principles and 
practice, and material development. The course also covered the 
development of a communication strategy. During the course, participants 
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also had the opportunity to observe a focus group in action to examine 
facilitation skills.   
 
Attending the course on behalf of It’s Your Move! were the five School Project 
Officers and the Project Coordinator. The program and evaluation of the 
course is presented Appendix A. 
 
 
1.3 Social Marketing Plan 
 
The Social Marketing Plan (Appendix B) was developed in a similar way to 
‘Be Active Eat Well’, in that take home messages were designed for each 
objective.  
 
 
1.4 Communication Protocol 
 
The purpose of developing communication protocols were to provide clear 
guidelines to all staff working on the project. The protocols covered the 
process for working with the media, for preparing presentations and journal 
articles, and a risk management process should any adverse publicity occur. 
 
The Communication Protocol (Appendix C) for It’s Your Move! was developed 
in August 2005 based on the protocol already established for the first Sentinel 
Site for Obesity Prevention Project, Be Active Eat Well. The protocol was 
developed in collaboration with project staff and the final version was 
circulated to all project staff and key stakeholders including the research team 
based at Deakin University.  
 
 
1.5 Marketing Templates/Stationery 
 
A local marketing company in Geelong was recruited to professionally 
produce the logo which had been designed by a student from one of the five 
schools (see Project Set Up Report 1). The marketing company also 
produced branded templates and stationery for use by project staff throughout 
the life of the project. This occurred during July-September 2005. A business 
card was also produced for the Project Coordinator and School Project 
Officers. As time progressed, a new marketing firm was recruited for a 
number of reasons, but primarily to create a better connection with the 
adolescent target group. 
 
The templates produced included: 
• letterhead 
• newsletter 
• slide template (Microsoft Power Point) 
• canteen menu 
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• Certificate of Appreciation; and 
• Certificate of Recognition. 
 
It was expected that the letterhead template would be used for any 
correspondence about the project to the community and the slide template be 
used for any presentations within the school, in the community and at 
conferences. 
 
A free-standing display banner was also made in the same format as the 
business cards, incorporating the logo and a continuation of the ‘chess board’ 
theme. The display banner was used in the schools, at courses, conferences, 
and during other appropriate events (approximately 15 events). 
 
 
1.6 Newsletters 
 
The Project Coordinator with input from project staff periodically produced a 
newsletter for key stakeholders. Six newsletters were produced over the 
course of the project. Two newsletters, as examples are shown in Appendix 
D. All newsletters were distributed electronically to inform key stakeholders of 
the project’s overall progress, to showcase school based activities and to 
highlight future activities.   
 
The School Project Officers contributed to raising awareness and informing 
their school community of It’s Your Move! activities by submitting articles for 
inclusion into school based newsletters. These newsletters were sent home to 
parents with students. Four of the five schools produced a school based 
newsletter on either a weekly or fortnightly basis. Christian College had a 
diary system whereby messages about It’s Your Move! were often included. 
Over the course of the project, four to five articles about It’s Your Move! were 
included in the school newsletters each term. On average, two of the School 
Project Officers contributed to 75% of all newsletters. Process evaluation 
measures did not assess the reach of these newsletters due to the difficulty of 
accessing parents. 
 
The five School Project Officers also contributed articles for their school  
magazines, with a total of 15 articles printed over the three years.  
 
Many other formal and informal rasing awareness activities occurred during 
the course of the project. Some of these included: 
• dissemination of the Action Plan to all school staff  
• presentations at staff meetings and school assemblies 
• Casual Dress Days  
• whole school Health and Wellbeing Days 
• staff Health and Wellbeing Days 
• stickers in the school diary 
• promotion of the school’s Food @ School Resource (see 
Implementation  Report 9 - Food @ School) 
• presentations to School Council and Parents and Friends Committee’s 
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1.7 Presentations 
 
A number of planned presentations on the implementation of It’s Your Move! 
activities were delivered during the course of the project by the Project 
Coordinator and the School Project Officers. Research staff from Deakin 
University also presented evaluation results throughout the course of the 
project. In addition, a range of unexpected opportunities arose to present It’s 
Your Move! 
 
 
1.7.1 Presentations by the Project Coordinator and School Project 
Officer 
 
The planned presentations by the Project Coordinator and School Project 
Officers are shown in Table 1.  
 
 
Table 1:  Planned presentations on the implementation of It’s Your 
Move! conducted by the Project Coordinator and/or School Project 
Officers 
 
 
By who Topic/Purpose Where When 
Project Coordinator 
Mathews, L. 
 
Obesity Prevention in 
Communities Meeting 
Fiji 19 November 2005 
Empowering young people to 
drive sustainable change 
(Ambassador Camp) 
Mercure Hotel, 
Geelong 
24 - 25 November 
2005 
Presentations to School 
Council 
Newcomb Secondary 
College & Geelong 
High School 
Term 1, 2006  
(15 minute 
presentation) 
Showcase It’s Your Move! & 
participate in  
a panel discussion  
Obesity Prevention 
Short Course 
20  April 2006 
Conducting a health and 
wellbeing audit 
Newcomb Secondary 
College 
28 June 2006 
Mathews, L. & 
Bald, M. 
It’s Your Move! Student 
Ambassador Camp 
Mercure Hotel, 
Geelong 
15 - 16 October 2007 
 
Mathews, L. 
 
Master of Ceremonies of the 
launch of Travelsmart  
Drysdale Primary 
School 
24 July 2007 
Showcase It’s Your Move! & 
participate in  
a panel discussion  
Obesity Prevention 
Short Course 
14 July 2008 
Obesity Prevention in 
Communities Meeting: 
Developing an Action Plan 
(facilitator) 
Tonga 8 - 12 May 2006 
Obesity Prevention in 
Communities Meeting: 
Monitoring and Assessing 
Action Plans (facilitator) 
Tonga 10 May 2007 
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Table 1 continued 
 
School Project Officers 
Taylor, L., 
Swinburn, B.A. 
& Bell, A.C. 
Presentation to the School 
Board about It’s Your Move! 
Saint Ignatius College Early 2005 
Taylor, L. & 
Denny, L. 
Presentations at Year 7 
Parent Information Evening 
Saint Ignatius College 
& Newcomb 
Secondary College 
2006, 2007 & 2008 
(1 per term) 
Taylor, L. & 
Denny, L. 
Presentations at Parents and 
Friends’ Committee 
Saint Ignatius College 
& Newcomb 
Secondary College 
2006, 2007 & 2008 
(1 per term) 
All School 
Project Officers 
Present at Health and 
Wellbeing Days and activities 
All Schools Year level specific 
(1 per term) 
All School 
Project Officers 
Presentations at staff 
meetings and briefings and 
school assemblies 
All Schools Regularly (at least 
once a month) 
 
 
 
 
1.7.2 Planned presentations by the Ambassadors  
 
There were a number of presentations that the Ambassadors delivered 
throughout the project when the opportunity arose. These mostly involved 
their school as an audience but occasionally they presented outside the 
school.  
 
Some featured presentations within their schools included:  
• water presentation (Saint Ignatius College)  
• Walk 2 Where? (Geelong High School) 
• canteen menu (Geelong High School) 
• presentations at the Ambassador Camps in 2005 and 2007 
 
The planned presentations by the Ambassadors are shown in  
Table 2.  
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Table 2:  Planned presentations on the implementation of It’s Your 
Move! conducted by the Ambassadors 
 
 
By who Topic/Purpose Where When 
Bellarine 
Secondary 
College: 
Ambassadors 
Various presentations to staff and 
students about the activities and 
events that were planned for their 
school 
Bellarine 
Secondary 
College 
At least once a term 
(2005-2008) 
Presentation of It’s Your Move! to 
a new ‘Go for your life’ project: Be 
Active Eat Well - Campaspe 
Bendigo 5 September 2008 
Christian 
College: 
Ambassadors 
Various presentations to staff and 
students about the activities and 
events that were planned for their 
school 
Christian College: 
Middle School  
At least once a term 
(2005 – 2007) 
To inform the senior campus 
about It’s Your Move! (10 minute 
presentation) 
Christian College: 
Senior Campus 
May 2008 
Geelong High 
School: 
Ambassadors 
Presentation of the Walk 2 
Where? DVD  
Geelong High 
School 
Staff Meeting: 
March 2006 
To all students: May 
2006 
Presentation of the water and 
colour coded canteen menu 
Geelong High 
School 
February 2007 
Newcomb 
Secondary 
College 
Various presentations to staff and 
students about the activities and 
events that were planned for their 
school 
Newcomb 
Secondary 
College 
At least once a term 
(2005-2007) 
Presentation of the water DVD Newcomb 
Secondary 
College 
March 2006 
Saint Ignatius 
College 
Water presentation to staff and 
students 
Saint Ignatius 
College 
Various 
Various presentations to staff and 
students about the activities and 
events that were planned for their 
school 
Saint Ignatius 
College 
At least once a term 
(2005-2007) 
 
 
 
 
 
1.7.3  Planned school presentations by the research team from Deakin  
University 
 
The planned presentations of evaluation results are shown in Table 3. 
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Table 3:  Planned presentations on the evaluation results of It’s Your 
Move! conducted by research staff  
 
 
By who Topic/Purpose Where When 
Mathews, L. 
and Kave, C., 
Present individual school baseline 
data  
Saint Ignatius 
College 
March 2006 
Bell, A.C. and 
Simmons, A.  
Present individual school baseline 
data  
Bellarine 
Secondary 
College 
April 2006 
 
 
In early 2006, the data collected at baseline from each individual school was 
formally fed back to the schools. The presentations to school staff (using 
PowerPoint slides) were conducted by the research team from Deakin 
University and arranged at a time suitable to the school. Usually it was 
conducted during the school’s staff meeting. 
 
The presentations were structured to provide feedback on nutrition and 
physical activity knowledge and attitudes and behaviours of the students for 
the evaluation phase of the project. Only the school’s own data (rather than 
comparison data) was reported to each school. This occurred because the 
context and operation within each school is quite unique and consequently, 
comparison data would not be of use. By concentrating only on the individual 
data it allowed a more focused picture to be provided to the school. 
The presentations generated discussion among staff, the school project 
officer and the research team as to what were the potential ways forward for 
establishing interventions within their school. The ideas generated from the 
discussion were built into the Action Plan.  
 
 
 
1.7.4 Conference Presentations 
 
The presentations by the Project Coordinator and School Project Officers at 
conferences are shown in Table 4. 
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Table 4:  Conference presentations on the implementation of It’s Your 
Move! conducted by the Project Coordinator and/or School Project 
Officers  
 
 
By who Topic/Purpose Where When 
Mathews, L., 
Simmons, A. & 
Swinburn, B. 
Creating Community 
Conversations: teenagers 
talk about fad diets 
(published abstract) 
Satellite Conference on 
Obesity Prevention, Geelong 
1 - 3 September 
2006 
Simmons, A., 
Mathews, L. & 
Swinburn, B.  
Adolescents are sweet 
enough without adding 
sugar to their drinks (oral 
presentation)  
Satellite Conference on 
Obesity Prevention, Geelong 
1 - 3 September 
2006 
Mathews, L. & 
Williams, B. 
Take the Next Step 
(adolescent resource for 
using pedometers) 
7th International Conference 
on Walking & Liveable 
Communities 
23 October 2006 
Mathews, L & 
Taylor, L. 
It’s Your Move! 
Strategies to integrate 
into secondary  
schools 
Victorian Home Economics, 
Textiles Teachers Association 
Annual Conference 
27 November 
2006 
Mathews, L., 
Fearnsides, K., 
Taylor,L.,Green, 
C., Denny, L., & 
Reading, L. 
It’s Your Move! A 
summary of baseline 
data and intervention 
strategies 
Australian Council for Health, 
Physical Education and 
Recreation  Conference, 
Monash University, Melbourne 
30 November 
2007 
Mathews, L.  What do adolescents 
think of their bodies? 
Deakin University / 
Department of Human 
Services Partnership (Barwon-
South Western Region) 
Adolescent Forum, Geelong 
22 November 
2007 
Fearnsides, K., 
Taylor,L.,Green, 
C., Denny, L., 
Reading, L. & 
Mathews, L. 
Fifteen Minutes of Food Victorian Home Economics 
and Textiles Teachers 
Association Annual 
Conference 
26 November 
2007 
Mathews, L., Showcase of It’s Your 
Move! interventions 
 
Australasian Society of the 
Study of Obesity Annual 
Scientific Meeting, Canberra. 
31 August - 2 
September 2007 
Mathews, L., 
Sanigorski, A. & 
Swinburn, B. 
How can secondary 
schools promote healthy 
eating amongst 
students? 
Australasian Society of the 
Study of Obesity Annual 
Scientific Meeting, Canberra. 
31 August - 2 
September 2007 
Simmons, A., 
Mathews, L. & 
Swinburn, B 
Student Ambassadors: a 
model to build capacity 
for obesity prevention in 
adolescents 
Australasian Society of the 
Study of Obesity Annual 
Scientific Meeting 
31 August - 2 
September 2007 
Mathews, L., et 
al. 
It’s Your Move! A 
summary of baseline 
data and intervention 
strategies 
Hunter New England Health, 
Newcastle, New South Wales  
2 February 2008 
Mathews, L., et 
al. 
Present key learnings of 
the interventions of ‘It’s 
Your Move! 
Pacific Medical Association 
Annual Conference, Auckland, 
New Zealand 
22 October 2008 
Mathews, L. & 
Swinburn, B 
Preventing unhealthy 
weight gain in 
adolescents: an obesity 
prevention project: It’s 
Your Move! 
National Health and Physical 
Education Curriculum Leaders 
Forum, Melbourne 
26 November 
2008 
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1.8 Media 
 
1.8.1 Newspaper 
 
It’s Your Move! featured in a number of newspaper articles that were created 
by the Project Coordinator by alerting the regional newspaper (The Advertiser, 
based in Geelong) to an event using a media release. 
 
Of the six media releases that were put out, six were taken up by the 
newspaper. These are listed below: 
 
• Launch of the project 
• It’s Your Move! Ambassador Camp 2005 
• Satellite Conference for International Congress on Obesity Sept 2006 
• Department of Human Services Fad Diets Campaign 2006 
• Walk 2 Where? Launch at Geelong High School 
• Ambassador Camp 2007 
 
 
1.8.2 Publications in Journals 
 
Aspects of It’s Your Move! were featured in two journals.  
 
The Education Times produced an article on a program conducted at Geelong 
High School, known as Walk 2 Where?. This was written by the school project 
officer and featured in the May edition 2006.  
 
When the project commenced in July 2005, the Project Coordinator 
approached the Victorian Home Economics and Textiles Teachers 
Association (VHETTA) to write an article on the design and development of 
the project in their quarterly journal. The article centred on the objectives of 
the Action Plan and future directions that the project intended at that time. The 
Project Coordinator wrote the article with the approval of the five School 
Project Officers. The reference for the article is Mathews, L. (2005) ‘It’s Your 
Move! An adolescent obesity prevention project’, VHETTA Journal 44 (2): 10-
12. 
 
A second article was written for the VHETTA Journal focusing on the process 
and outcomes associated with the Fifteen Minutes of Food: Healthy Recipe 
Books distributed in conjunction with the Geelong Advertiser and ‘Go for your 
life’. The reference is Mathews, L. (2007) It’s Your Move! An adolescent 
obesity prevention project. VHETTA Journal 47 (2): 2-4. 
 
 
1.8.3 Other Publications and documents for It’s Your Move!  
 
2006 
 
Mathews, L. (2006) Take the Next Step: an adolescent resource for using 
pedometers. Barwon Primary Care Forum, Geelong. 
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Mathews, L. & Simmons, A. (2006) ‘It’s Your Move! Risk Management Plan. 
Deakin University, Geelong.  
 
Williams, L., Ricciardelli, L., McCabe, MP., Swinburn, BA., Waqa, G. & 
Bavadra, K. (2006) Body image attitudes and concerns among indigenous 
Fijian and European Australian adolescent girls. Body Image 3: 257-287. 
 
Williams, L., Ricciardelli, L., McCabe, MP., Swinburn, BA., Waqa, G. & 
Bavadra, K. (2006) A comparison of the sources and nature of body image 
messages perceived by indigenous Fijian and European Australian 
adolescent girls. Sex Roles 55: 555-566. 
 
 
2007  
 
Mathews, L. & Sanigorski, A. (2007) ‘It’s Your Move! Evaluation Plan. Deakin 
University, Geelong. 
 
Ricciardelli, L., McCabe, M., Mavoa, H., Fotu, K., Goundar, R., Schultz, J., 
Waqa, G. & Swinburn, B. (2007) The pursuit of muscularity among adolescent 
boys in Fiji and Tonga. Body Image: An International Journal of Research 4: 
361-371. 
 
Schultz, J., Utter, J., Matthews, L., Cama, T., Swinburn, B. &  Mavoa, H. 
(2007). Action plans and interventions: The Pacific OPIC (Obesity Prevention 
in Communities) Project. Pacific Health Dialogue 14(2):147-153.  
 
2008 
 
Sanigorski, A. M., Malakellis, M., Kremer, P. & Swinburn, B.A. (2008) Nutrition 
and physical activity in children and adolescents. Barwon-South Western 
Region, Sentinel Site Series Report 2: Anthropometry. Department of Human 
Services (Victoria). 
 
Sanigorski, A. M., Malakellis. M., Azadi, L., Kremer, P. & Swinburn, B. A. 
(2008) Nutrition and physical activity in children and adolescents. Barwon-
South Western Region Sentinel Site Series Report 3: Dietary Patterns. 
Department of Human Services (Victoria). 
 
Kremer, P., Malakellis, M., Sanigorski, A. M. & Swinburn, B. A. (2008) 
Nutrition and physical activity in children and adolescents.  Barwon-South 
Western Region Sentinel Site Series Report 4: Physical Activity Patterns. 
Department of Human Services (Victoria). 
 
Mathews, L., Malakellis, M., Sanigorski, A. M., Kremer, P. & Swinburn, B. A. 
Nutrition and physical activity in children and adolescents. Barwon-South 
Western Region Sentinel Site Series Report 5: Obesogenic Environments. 
Department of Human Services (Victoria). 
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Utter, J., Faeamani, G., Malakellis, M., Vanualailai, N., Kremer, P., Scragg, R.  
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1.9 Social marketing for the behavioural objectives 
 
To ensure some early successes during Phase One, the School Project 
Officers decided to try a few activities to get the project underway and to 
maintain interest and momentum before the five schools were collectively 
ready to start implementation. This was during the time baseline data 
collection was coming to an end and where some schools seemed to be 
‘waiting’ for other schools to complete the collection of data. It was also the 
time the Commonwealth Games were being held in Melbourne (March 2006) 
and for schools this was a short disruptive school term of only six weeks 
compared to the usual ten weeks. 
 
The Project Officers each chose a strategy that they deemed would be a good 
starting point in their school. The range of activities included lunch-time 
walking groups for staff and students, fruit days and apple slinky days, sushi 
days, wrap days, juice days and yoghurt days. Although these activities 
seemed ad hoc, they did evolve from the Action Plan and they were viewed 
as activities to assist in raising awareness of the project as well as a way to 
sort out processes required for implementation – a trial period. 
 
 
1.9.1 Promoting water 
 
One of the first collective activities for the five schools in September 2005 was 
the production of It’s Your Move! water bottles printed with the It’s your Move! 
logo (refer to Implementation Report 6 - Water versus Sweet Drinks). These 
were supported by Barwon Water, the local water authority and Barwon 
Primary Care Forum (BPCF - an assembly of local agencies for the 
collaborative approach for service coordination and health promotion 
strategies). The opportunity arose to apply for funding to the BPCF. After 
discussions with the Project Management Team who agreed that this would 
good way to raise awareness and provide people with tangible resources 
connected to the project’s objectives, a funding submission was put to the 
BPCF committee. $1500 was approved for the purchase of water bottles for 
It’s Your Move!.  
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The Project Coordinator then contacted Barwon Water (Education 
Department) to discuss the possibility to co-brand and to order water bottles 
through their existing relationship with Bottles of Australia. Barwon Water 
matched the BPCP funding and oversaw the development/placement of the 
Barwon Water, It’s Your Move! and ‘Go for your life’ logos on each water 
bottle.  
 
The water bottles were strategically handed to school staff including the 
School Project Officers in the first instance for a number of reasons. First, to 
thank them for assisting in the data collection phase of the project which 
ultimately did disrupt many classes; second, as a reward, it was hoped that 
they may keep/show more interest in the project; third, to raise/keep 
awareness of the project and initiate discussion amongst staff; fourth and 
probably most importantly to assist them in role modelling improved water 
drinking habits to other staff and students. 
 
The Ambassadors also received a water bottle, acknowledging the 
importance of their role of raising awareness and role modelling for the 
project. 
 
Five hundred water bottles were distributed in total based on the number of 
staff at each school. Each bottle cost $2.50. An evaluation amongst staff 
(Appendix E) was conducted to ascertain the impact of these water bottles. 
Although the response rate was low, between 30% and 44% (expected for 
schools), results showed that on average across all schools 61% drank more 
water (range 34-81%) which outnumbered those who made no change. Some 
were able to comment on the benefits they perceived from drinking more 
water and included feeling better/healthier, having more energy, less likely to 
dip energy in the afternoon, less tired, feeling less dehydrated, having less 
headaches, drinking less tea and coffee. 
 
 
1.9.2 School canteen menu template and its social marketing messages 
 
One of the first major pieces of social marketing work was the development of 
the school canteen menu template (Appendix F) which all schools had agreed 
to use. The template was developed in consultation with the School Project 
Officers who agreed to base the template on the New South Wales Fresh 
Tastes Program (www.schools.nsw.edu.au). Activities associated with 
changing the school canteen sat under Objective 7: to significantly increase 
the healthiness of school food, which subsequently developed into the  
Food @ School Resource (see Implementation Report 9 - Food @ School). 
 
The menu was coloured coded using the traffic light system of green, amber 
and red. The template deliberately had the green section as the largest 
section as this is where the school canteens were encouraged to serve the 
majority of foods from; the amber section of mid-size and the red section the 
smallest. Social marketing messages for each coloured section were then 
developed and tested amongst the School Project Officers and the 
Ambassadors. The Ambassadors then took the messages to peers for testing. 
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The resultant messages were 
Green foods are great foods 
Amber foods are OK, but not everyday 
Red foods in moderation, only on the odd occasion 
Subsequently the messages were used for the Victorian Government’s ‘Go for 
your life’ campaign. 
 
 
1.10 Summary of Phase One activities and timelines 
 
Activity Time period 
Establishment of project identity – name and logo 2 months 
Development of branded stationery and templates with 
graphic designer 
2 months 
Awareness raising communications –newsletters, 
presentations and media 
ongoing 
Awareness raising activities in schools ongoing 
 
 
PHASE TWO:  January 2007- June 2008 
 
Phase Two of the social marketing objective for It’s Your Move! focused on 
developing the social marketing messages for the behavioural objectives and 
ongoing promotion of the project’s programs and activities. This phase also 
focussed on engaging teachers at each of the intervention schools to 
integrate the development of the messages and any graphic work into the 
curriculum where possible. It also drew on the knowledge and skills of the 
Ambassadors to develop and test the social marketing messages. 
 
During Phase Two, the Project Management Team decided to change the 
marketing company that it worked with for the development of It’s Your Move! 
materials. The reason for this was mainly due to an unsatisfactory product 
that was being returned even after numerous discussions about the product.  
 
Phase Two of Social Marketing can be divided into two aspects, namely 
intended activities and unintended activities. The intended activities arose 
from the Action Plan and were implemented as much as possible as planned. 
Like most projects there are always a number of unintended activities. These 
are unforseen opportunities that arose that in some way tied into the 
objectives of the project, of which the Project Coordinator and Project 
Management Team would consider. 
 
The intended activities were: 
• student and staff Health and Wellbeing Days at school to continue to 
raise awareness about the project and emphasise the importance of 
healthy eating and physical activity – these activities help to raise the 
profile and prioritise healthy eating and physical activity for the schools 
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• continued media coverage and various presentations and publications 
(newsletters, articles, journal publications) 
• development of social marketing messages and materials for the 
behavioural objectives. 
 
 
The unintended activities and opportunities that arose and were implemented 
for It’s Your Move were as follows: 
• Fifteen Minutes of Food – healthy food profiles/recipes in the local 
newspaper 
• ‘Go for your life’ mobile education unit (bus) visit to the schools 
• TV episode with ‘Go for your life’ 
 
 
2.1 Intended Activities 
 
2.1.1  Health and Wellbeing Days and Healthy Eating Days 
 
Across all of the intervention schools a number of Health Days were held that 
centred on healthy eating and physical activity within the school and often 
engaged other staff and the Ambassadors in the preparation and delivery of 
activities on these days. Although it is recognised that these types of events 
are usually seen as one-off and not sustainable, they are useful for raising 
awareness and hence are included under this social marketing objective. 
Often the Healthy Eating Days were implemented as a way of trialling new 
food items for consideration for adoption into the school canteen. 
 
The type of Health Days that occurred during the course of the project and 
their target group and reach are outlined in Table 5. 
 
Table 5:  Health Day activities, target group and reach during the 
implementation of It’s Your Move!  
 
School Type of Health Day and Date Target group and reach 
Bellarine Secondary 
College 
Healthy Eating Days, physical activities and 
events conducted over the course of the 
project (one per term) 
Junior Campus Year 7 – 8 
students; approx 400 
students 
Whole School Health and Wellbeing Day 
(conducted once a year) 
Approx 1200 staff and 
students 
Christian College Days, activities and events conducted over 
the course of the project (one per term) 
Middle School Campus 
Year 7, 8 & 9; approx 250 
students 
Geelong High School Days, activities and events conducted over 
the course of the project (one per term) 
Year 7 & 8; 300 students 
Year 9 & 10; 300 students 
Newcomb Secondary 
College 
Days, activities and events conducted over 
the course of the project (one per term) 
Year 7 & 8; 200 students 
Year 9 & 10; 250 students 
St Ignatius College Year 10, 11 & 12 Health and Wellbeing 
Days conducted once a year 
Year 10; 110 students 
Year 11; 90 students 
Year 12; 70 students 
Staff Health and Wellbeing Day conducted 
at the end of the year 
Staff; approx 80 staff 
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2.1.2 Media coverage and publications 
 
During Phase Two of social marketing, less attention was paid to getting 
media coverage for the project. Only a few events were selected for media 
coverage and media releases were written. A total of 10/ 10 were covered – 
which include: both of the It’s Your Move! Ambassador Camps (see to 
Implementation Report 3 - Building Capacity), five Fifteen Minutes of Food 
Recipe Books (see to Implementation Report 9 - Food @ School), launch of 
‘Walk 2 Where’ (see to Implementation Report 10 - Walking and Cycling), Fad 
Diets Won’t Work Event (see to Implementation Report 12 - Healthy Body 
Weight, Shape and Size) and the Satellite Meeting for the International 
Congress on Obesity.  
 
More attention was given to presenting the project at meetings and 
conferences attended by peers who were interested in learning of the 
implementation and evaluation results of the project. These presentations are 
listed in section 1.7 of this report. 
 
Another journal article was invited to be submitted to the Victorian Home 
Economics and Textile Teachers Association which came about as a result of 
the Fifteen Minutes of Food. The Project Coordinator, along with the School 
Project Officers, three teachers and some of the Ambassadors put together 
the article outlining the processes and outcomes for ‘Fifteen Minutes of Food’. 
The reference for the article is Mathews, L. (2007) It’s Your Move! An 
adolescent obesity prevention project. VHETTA Journal 47 (2): 2-4.  
 
The Project Coordinator continued to produce the It’s Your Move! newsletters 
for key stakeholders. Four were disseminated during Phase Two. The School 
Project Officers also continued to submit updates and information relating to 
the objectives being implemented in their schools for inclusion in the overall 
project newsletter. 
 
In 2007, the Ambassadors from Bellarine Secondary College were invited to 
do a segment with ‘The Pulse’ (94.6FM), a local Geelong Community radio 
station about body image known as Body Beautiful. They learnt how to 
develop a story board of information, record and edit their segment.  
 
 
2.1.3 Development of social marketing messages and materials for the 
behavioural objectives 
 
The development of social marketing messages and materials for It’s Your 
Move! occurred at two levels. First, from the work of the Ambassadors and 
second, from integrating the development of social marketing for Its’ Your 
Move! into the curriculum 
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The range of social marketing materials produced for the behavioural 
objectives were 
• advertisement for breakfast; video 
• advertisement for It’s Your Move! in general; music 
• movie for breakfast and getting active; video 
• mosaic table for student lunch area 
• lyrics for a musical jingle about It’s Your Move! 
• posters 
 
 
Teachers of Art, Media and Graphic Design within the schools were invited to 
assist in the development of the project at this level. It was explained that one 
of the objectives identified within the Action Plan was to develop social 
marketing messages to encourage young people to take on the desired 
behaviours for It’s Your Move!. A suggested way forward to achieve this 
objective was for classes to design these messages as part of their curriculum 
over the semester. It was anticipated that teachers would be able to assist 
students to develop healthy messages around nutrition, physical activity and 
healthy body weight, shape and size. This would consist of working out the 
campaign message for a particular objective. For example, for Fruit & Veg, 
how can we encourage young people to eat more vegetables? So, as a 
classroom assessment piece, students were expected to design the slogans/ 
jingles/catch phrases, combined with the image/s and explain how you would 
inform young people about these messages. In recruiting the teachers, there 
was an understanding that the activity would follow into the following 
semester, as the entire curriculum is planned and finalised in the previous 
semester. 
 
It was anticipated that teachers and students would be engaged from various 
subjects such as Art, Media Studies, Drama, Photography, Graphic Design, 
Visual Communication and Food Technology. It provided an opportunity for a 
wider group of teachers and students to engage with It’s Your Move! and they 
would also ensure the messages were appropriate and meaningful.  
 
Once a teacher committed a particular class to the idea, a range of objectives 
were selected in consultation with the Project Coordinator or the School 
Project Officer. Once the designs were completed, students selected those 
that they thought should proceed to the next peer reviewed stage, which was 
conducted by the Ambassadors. The Ambassadors decided whether the 
message for a particular objective was appropriate and could potentially work.  
 
The variety of work that was produced is outlined below: 
 
Year 8 Graphics Class (Bellarine Secondary College) 
• development of social marketing posters focusing on the nutrition 
objectives (one term duration) 
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Year 9 Graphic Class (Geelong High School) 
• development of social marketing posters focusing on the nutrition and 
physical activity objectives (one term in duration) 
 
Year 9 Music Class (Christian College) 
• development of a song that encompasses all of the objectives of the 
Action Plan (one term in duration) 
 
Year 9 Drama Class: (Christian College) 
• development of a breakfast advertisement video (1 minute in length) 
inclusive of key message  (one term duration) 
 
Year 11 Drama Class (Saint Ignatius College) 
• development of two separate movies i) breakfast and ii) getting active 
(one semester duration) 
 
 
Posters 
 
The Ambassadors in 2007 were given a brief to design messages and images 
for each of the behavioural objectives. This work was part of their Certificate II 
in Sport and Event Management (see Implementation Report 3 – Building 
Capacity) and resulted in the development of the posters, detailed below. 
 
At the same time the newly appointed marketing company was given a brief to 
establish a brand incorporating the Ambassadors as the ‘messengers’ and 
continuity between the materials that were to be developed for each objective. 
The Ambassadors were asked about how to provide information to other 
young people and their parents. The information sought was given to the 
marketing company. Consequently the marketing company staff met with a 
number of the Ambassadors to discuss the potential ‘look and feel’ for the 
printed version of their messages. Photos of the Ambassadors were used and 
were often taken at school or a close location during their lunchtimes. The 
marketing company would draft up the initial poster upon which the 
Ambassadors would amend if necessary. 
 
Each school took the lead on a particular objective, based on the activities 
they had or were about to conduct in their school. Featured are the 
Ambassadors of the five schools. The social marketing posters are presented 
below. 
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The overarching message 
 
It’s Your Body, It’s Your Choice, It’s Your Move! 
 
Figure 1:  It's your body...It's your choice... Poster     
 
 
The overarching message was 
developed by one of the 
Ambassadors from Geelong High 
School. This message was distributed 
to all Ambassadors at the other 
schools by the School Project 
Officers. It was well received by the 
others and it was agreed to have it as 
the overarching message. 
 
This overarching message was then 
passed on to the marketing company 
to establish a branded image to go 
with the message for use as a poster. 
The Ambassador who developed the 
message worked with the designer at 
the marketing company to develop up 
the poster. Initially, images from i-
stock images were used to give the 
Ambassador an idea of how the 
poster would look. The Ambassador 
then chose the look for the poster then recruited other Ambassadors and 
friends to feature in the photo shoot for the final poster.  
 
The photo shoot was conducted at a location near the school. The 
Ambassadors, students (friends) and the School Project Officer met the 
Project Coordinator and the designer/photographer at the location. Students 
were asked to wear their normal clothes, so that they would be representative 
of young people, rather than their school. A range of individual, paired and 
group shots were taken. The photos were then developed into three potential 
posters. Three versions were shown to all Ambassadors who voted, with one 
being clearly the majority vote. 
 
One poster was distributed to each of the five schools. Each A2 poster cost 
$55. 
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The water versus sweet drinks message 
 
H2O Way to Go 
 
 
Figure 2:  H2O way to go... Poster 
 
 
The message for the water 
objective was the first to be 
developed in the project, but the 
last to be developed as a poster 
with an image. The message 
came from two Ambassadors from 
the Ambassador Camp held in 
November 2005. The image 
featured in this poster is of a 
Ambassador that has been with 
the project since it commenced in 
2005.  
 
Each school received four A3 
posters at a cost $4.50 each.  
 
 
 
 
 
 
 
 
 
Water bottle rules and postcard 
 
The water bottle rules and postcard (showing which classrooms allowed water 
bottles) were developed by the School Project Officer from Bellarine 
Secondary College in response to the staff concerns about water bottles in 
the classroom. At one of the schools, one of the teachers of Science and of 
Technology (Metal and Wood Work) expressed their concerned about having 
water in their classrooms as it posed a risk with the equipment. A suggestion 
was to have some form of display to inform students about which classroom 
allowed water bottles alleviated the teachers concerns.  
 
Consequently the water bottle postcards were developed and placed on the 
entrance door to the classroom, clearly indicating to students if they were 
allowed to bring water bottles to that class. The water bottle rules posters 
were then displayed at the front of the classroom, often next to other 
important information relevant to that classroom. The rules outlined that water 
bottles should be clear, need to be named, can only contain water and should 
not be frozen.  
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Each school received 20 water bottle postcards, A5 and cost $1.60 each 
 
 
Figure 3:  Water Bottle Posters 
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The breakfast message 
 
Start the day on the right foot…eat breakfast 
 
 
Figure 4:  Eat Breakfast Poster 
 
 
 
 
 
After many attempts to develop the message with the ambassadors and 
students in class, the School Project Officer from Newcomb Secondary 
College came up with the message. The poster features the student 
ambassadors from Bellarine Secondary College, as they were in the process 
of conducting various breakfast activities and were relaunching their breakfast 
program in their school with healthier options (see Implementation Report 7 - 
Breakfast). 
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The fruit and vegetable message 
 
2 fruit and 5 veg…I can do that 
 
Figure 5:  Fruit & Vegetable Poster 
 
 
 
 
 
The message for this objective was developed by the Ambassadors from 
Saint Ignatius College. It features the Ambassadors enjoying fruit kebabs. 
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The Food @ School message 
 
The Food @ School poster was aimed at encouraging the whole school 
community to engage with the healthy initiatives being implemented within the 
school. It features students from Newcomb Secondary preparing food for the 
recipes from Fifteen Minutes of Food and a staff member from Christian 
College obtaining water from a water filter.  
 
 
Figure 6:  Safe Food Handling @ School Posters 
 
 
       
 
 
The food handling checklist was developed by the Department of Education. 
The recommendations and guidelines for food handling in schools are 
contained in their Victorian Schools Reference Guide 
 
For It’s Your Move!, there was a recognised need to make these 
recommendations evident to teachers and students, hence they were 
integrated into the Food @ School objective. Information about the safe food 
handling requirements was obtained from the Department of Education 
website (www.education.vic.gov.au). This information was colour coded with 
the other Food @ School resources and placed on the school fridges, in Food 
Technology classrooms, eskies and teacher staffrooms.  
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The walking and cycling message 
 
Walk and cycle…all you need is shoes and a bicycle 
 
Figure 7:  Walk and Cycle Poster 
 
 
 
 
The message for this poster came from a student at Geelong High School as 
part of a curriculum unit conducted in a Graphic Design class. Images were 
then selected from a range of photos collected throughout the project. One of 
the images was of a teacher at Christian College, who coordinated the filming 
of the breakfast advertisement and the three students came from the initial 
photo shoot for the overarching poster.   
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The getting active message 
 
Get up, get out and get active 
 
Figure 8:  Get Active Poster 
 
 
 
 
The result of this poster came from a student at Christian College who chose 
to develop the social marketing message for the getting active objective. The 
poster features Ambassadors from Christian College.  
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The healthy body weight, shape and size 
 
If you can learn to love your body, you will learn to love yourself 
 
 
Figure 9:  Body Image Poster 
 
 
 
 
 
A female Ambassador from Newcomb Secondary College put forward the 
message. Her underlying reason for developing this message was to bring a 
persons body image back to an individual level. She said that often 
campaigns focused on a set of profiles about young people and that she 
wanted to bring it back to the person. She also wanted to move away from the 
extremes of dieting, obesity and anorexic type images. She invited all 
Ambassadors from her school to be involved in the photo shoot.  
 
 
 
In all, each of the School Project Officers received 5 A2 posters of each social 
marketing message, 20 A4 Safe Food Handling at School posters, 20 A5 
water bottle postcards and 25 A4 water bottle rules posters.  
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2.2 Unintended Activities 
 
A few unintended activities emerged during the course of the project. These 
generally emerged as media opportunities or affiliations with ‘Go for your life’ 
and are detailed below.  
 
 
2.2.1  Fifteen Minutes of Food 
 
In 2006, the local newspaper in Geelong, The Geelong Advertiser produced 
twelve newspaper lift-out type ‘cookbooks’ with primary schools across the 
City of Greater Geelong. The newspaper wished to integrate the concept into 
secondary schools. From a previous established link with this media, the 
Project Coordinator worked with the Manager of Newspapers in Education 
from The Geelong Advertiser to develop the concept for secondary schools. 
 
The Project Coordinator took the concept to a Project Management meeting 
where the School Project Officers agreed to support the activity in each of 
their schools. A project brief and assessment requirements was written by two 
of the School Project Officers, shared among the Project Management team 
and then handed on to other teachers to integrate into their teachers of Year 7 
& 8 Home Economics classes to support the development of the recipe 
books.  
 
A brief was then presented to students along with guidelines on ‘healthy 
recipes’ and consequently each school produced a ‘cookbook’ in 2007 (see 
Implementation Report  9 - Food @ School). Staff from the Geelong 
Advertiser visited each school to photograph the students with their dishes, 
presented and styled accordingly. Recipes were supplied to The Geelong 
Advertiser who then produced the ‘cookbooks’. These were disseminated in a 
lift-out section of the newspaper between May and June 2007. A range of 
recipes were produced for breakfast, lunch, after school snacks, dinner and 
dessert. 
 
From a marketing perspective, this was a creative way of getting information 
home to the parents of adolescents. Further information about Fifteen Minutes 
of Food will be discussed in Implementation Report 9 - Food @ School.  
 
The second invitation to write an article for the VHETTA journal came as a 
result of Fifteen Minutes of Food. To make it more relevant to the readers, the 
Project Coordinator, along with the School Project Officer, three teachers and 
some of the students put together a piece outlining the processes and 
outcomes that had to be in place to achieve the outcome of the publication 
and distribution of the recipe books. The reference for this article is Mathews, 
L. (2007) ‘It’s Your Move! An adolescent obesity prevention project. VHETTA 
Journal 47 (2): 2-4. 
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2.2.2 ‘Go for your life’ Mobile Education Unit (Bus) 
 
In 2007, the ‘Go for your life’ Community Education Centre was launched as 
an initiative of the Victorian Government’s ‘Go for your life’ campaign to 
educate and inform children of the importance of healthy eating and physical 
activity. Over the course of 2007, four of the five schools from It’s Your Move! 
took the opportunity to have the Mobile Education Unit (bus) visit their school, 
with students from Year 7 & 8 participating in the activities and discussions 
(approximately 2 classes/session/period, with up to 50 students). 
 
Overall, the School Project Officers received excellent feedback from the staff 
and students involved in the activities. Often saying how good it was to know 
the correct terminology associated with the foods and drinks e.g. ‘everyday, 
select carefully and occasionally’. Students also enjoyed the activities and 
games that were played.  
 
 
2.2.3 ‘Go for your life’ TV episode 
 
In September 2007, the Department of Human Services approached the ‘It’s 
Your Move! Project Coordinator to invite the schools involved in the project to 
feature in one of a series of television episodes promoting of healthy eating 
and regular physical activity as part of the ‘Go for your life’ campaign.  
 
The ‘Go for your life’ Secretariat selected Geelong High School for logistical 
reasons (access, time) as the school that would be featured in the TV 
episode. The episode presented the activities and included the progress 
made in the canteen, curriculum activities, lunchtime activities and other extra 
curricular programs such as the Run 2 Where? program. The episode also 
featured the lunchtime soccer tournaments which were developed by the 
Ambassadors. Many staff/teachers were involved in filming along with 
approximately 50 students, the School Project Officer and the Canteen 
Manager.  
 
The process of filming the episode took a whole day and was highly 
coordinated. It required three weeks of preparation and the logistics involved 
preparing for the day of filming was intense. Many teachers had to move their 
classes to other rooms, the students involved in the filming had to miss class, 
access to the canteen was required and students often had to repeat actions 
to ensure the ‘take’ was adequate. 
 
Consequently the five minute segment was shown within one of a series of 
episodes showcasing other ‘Go for your life’ activities and funded projects. It 
was aired on Channel Seven at 5.30pm on Saturday October – November 
2007; repeated early in 2008. The segment was shown to the whole school 
assembly at Geelong High School at the beginning of 2008. 
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2.3 Project Photographs 
 
Throughout the project, a number of photos of the students and in particular 
the Ambassadors were taken during different activities and events with 
parental consent (Appendix G). These have been used extensively in 
presentations, newsletters, reports and publications. 
 
 
2.4 Summary of Phase Two activities and timelines 
 
 
Activity Time period 
Meeting with teachers to implement the ‘brief’ to 
design social marketing materials and teaching time 
3 terms 
Conducting Health and Wellbeing Days 1 term to organise – 1 
week to prepare for 
the day 
Development and printing of social marketing posters 1 year 
Fifteen Minutes of Food 6 months 
‘Go for your life’ bus Book – months in 
advance 
Organising – 2 weeks 
‘Go for your life’ TV episode 4 weeks 
Project Photographs ongoing 
 
Key Learnings and Recommendations 
 
Overall, the social marketing objective was a very time intensive portion of the 
action plan. It required the Project Coordinator and all of the School Project 
Officers to meet with key people from their school such as Curriculum 
Coordinators, Subject Coordinators and teachers of various disciplines 
throughout the project. Involving as many teachers as possible is ideal, but it 
is not always the best option. Going through the Curriculum Committee is 
probably the best way forward to engage a cross section of available teachers 
within the school.  
 
Conclusion 
 
Student involvement in developing social marketing materials was a positive 
experience. It elevated their involvement in their role as Ambassadors. Each 
of Ambassadors enjoyed being involved in the design and development of 
their schools posters.  
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Appendix A: Social Marketing Short Course Evaluation 
 
Deakin Waterfront campus 
Geelong 
5 - 6 September 2005 
Conducted by Dr Rob Donovan (Curtin University: Western Australia) 
 
Purpose 
The purpose of the workshop was to up skill key stakeholders involved in the 
following Projects in social marketing principles for application to their 
projects. 
 
The projects included: 
“It’s Your Move!”  
“Romp and Chomp” 
“Fun ‘n’ Healthy in Moreland” 
Members from a project from South Australia (“Eat Well Be Active”) were also 
included. 
 
Attendance 
20 participants attended the course. 
 
Program 
The program was arranged to initially provide an overview of social marketing 
with the theory of behaviour change and qualitative research principles 
presented. This led into some discussion on focus group moderation and 
analysis during the first day. 
 
The second day gave the opportunity for participants to observe a focus group 
in action and work on building a topic outline and communication plan for 
specific projects. 
 
Evaluation 
18 participants were eligible to evaluate the course of which only 9 
responded. 
 
The following shows the average scores obtained in response to each 
question about their overall impression of each session as listed below: 
 
The scores were obtained by averaging the responses to a numbered scale of 
five possible options from 1= not satisfactory; 3= quite satisfactory and  
5= very satisfactory. 
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Session 
number 
Question (overall impression) Average Score / possible 
5 
1 Overview of social marketing 4.4 
2 Behaviour change principals 4.3 
3 Qualitative research principles 4.0 
4 Focus group moderation and analysis 4.4 
5 Development of topic outline for focus 
group 
4.0 
6 Observing a focus group in action 4.6 
7 Development of a communication plan 4.0 
8 How much information was new? 3.6 
10 What did you think of the quality of the 
presentations? 
4.1 
 
When posed with the question ‘What were the key points that you learnt?’ the 
majority of those who responded to this question gained most from the 
sessions on focus groups eg techniques for facilitating focus groups.  
Other key points learnt were  
• communication plans are essential 
• Principles of persuasion; getting the mix right;  
• behavioural change principles;  
• what makes people change their minds;  
• using a variety of media is more successful; the need to reinforce 
positive behaviour; do x or you will die of y is not effective 
• importance of identifying target groups 
 
A question was asked of participants about ways they will apply the learnings 
to their workplace. The responses included 
• opens up yet again different ways to approach a subject; wide range of 
ways information could be applied 
• Romp & Chomp communication plan 
• will assist in many other areas of service delivery and will improve 
consultation in service users 
• apply to the development of marketing campaigns across a broad 
range of local government issues/events/objectives 
• promoting our project to the school and school community 
• ideas for presenting knowledge, influencing attitudes, intentions, 
behaviours 
• am still thinking of many applications 
• consider the communication process 
 
Final comments included 
• very enjoyable, thank you 
• excellent 2 days – really valuable 
• I really enjoyed Rob’s informative and informal approach 
• day one was very theory based and hard to stay focused, a little more 
interaction would be beneficial 
• start day one at 9.30am – easier for those travelling interstate 
• very valuable 
• it was a good workshop overall 
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Appendix B: Social Marketing Plan 
 
 
 
 
 
BACKGROUND                                             
 
Deakin University (DU), with funding from the 
Department of Human Services, has established the 
Sentinel Site for Obesity Prevention in the Barwon-
South Western Region of Victoria.  
 
It’s Your Move! is one of three demonstration projects established within the 
Sentinel Site.  
 
- DHS provided funding of $500,000 over three years.  
- The Project brief outlined a broad framework developed to support 
local communities.  
o It focused on the promotion of physical activity and healthy 
eating which would impact upon the health and wellbeing of the 
community  
o Provide improved lifestyle opportunities for individuals, families 
and wider community through capacity building for the 
intervention site 
 
Initial discussions involved representatives from Deakin University, 
Department of Human Services and the Department of Education An interim 
steering committee was formed from this membership and that the 
adolescents of the Geelong East / Bellarine Region were identified to be the 
target group of the It’s Your Move! Project. 
 
 The It’s Your Move! Action Plan outlines the objectives of the project: 
 
Objective One: To promote healthy eating patterns, regular physical 
activity and healthy bodies amongst youth 
 
     And 
 
Objective Two: To improve the capacity of families, schools and 
community organisations to sustain the promotion of healthy eating and 
physical activity in the Geelong East / Bellarine Area. 
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SECTION 1:  SOCIAL MARKETING PLAN 
Aim 
 
To increase the community awareness of the It’s Your Move! messages. 
Objectives 
 
1. To achieve a high recall of the campaign amongst the target audience 
2. To increase the target group’s awareness of the It’s Your Move! 
messages 
3. To increase the target group’s knowledge about and understanding of 
the It’s Your Move! messages 
4. To increase the target group’s confidence in their ability to implement 
the It’s Your Move!  messages 
5. To increase the amount of physical activity and healthy eating 
behaviours that correspond to the It’s Your Move! messages 
Target Group 
 
Adolescent aged students 13 -17 years & family, Schools and community 
organisations. 
Campaign Messages  
The overarching message of  
the campaign is that children  
need to be more physically  
active and eating healthier  
foods.  This message will be  
broken down into; 
 
• “Campaign messages”  
– expressed in project  
language and for  
professional use  
(see figure1) 
• “Take-home messages” 
– expressed in:  
plain language and for 
use in the community,  
these indicate clearly  
what we want people to  
do (see table below). 
These take-home messages  
have been workshopped with  
students, project management, 
reference committee, parent  
focus group (Appendix 3) 
Adolescents need to be 
regularly involved in 
physical activity, eat 
healthier food and maintain 
a healthy body image 
Improved 
    Body    
   Image 
 
  
Increase 
Active   
More  
   Fruit  
      &   
    Veg 
 
  
More 
Water 
&
Less 
Sweet  
Drinks
 
Figure 1 -  It’s Your Move! Campaign Messages  
More 
regular 
physical 
activity
 Transport 
Table  Campaign Messages Expressed as Take Home Messages and Slogans 
 
 
Campaign Message Take Home Message Marketing Slogan 
Overarching Message: 
 
 
Young people need to be aware of the 
impact that nutrition and physical activity 
have on their overall health and wellbeing  
‘It’s Your Body, It’s 
Your Life, It’s Your 
Move!’ 
 
 
Drink water and decrease 
consumption of sweet drinks 
 
 
Water is an everyday drink, limit sweet drinks 
and eat whole fruit than drink fruit juice 
 
 
H 2 O Way to go! 
 
Eat a healthy Breakfast 
 
 
Eating a healthy breakfast provides energy to 
get through to lunch time. It should include 
grains & diary 
 
 
Start the day the 
right way…eat 
breakfast 
 
Encourage fruit & veg 
consumption 
 
 
 
Adolescents require at least 2 serves of fruit 
and 5 vegetables each day’ 
 
 
 
2 fruit & 5 veg?...I 
can do that… 
 
Healthy food choices at 
school  
 
 
 
The school is providing healthier options to 
students and teachers 
 
 
Encourage active transport 
to and from school 
 
 
Choose to walk or cycle to and from school 
 
Walk and cycle…all 
you need are shoes 
and a bicycle 
 
 
Motivate adolescents to 
participate in organised 
sports or active recreation 
  
 
Getting involved, motivated and being active 
30 minutes everyday (moderate to vigorous 
physical activity)  
 
Get up, Get 
out…and get active
 
Creating a healthy body  
weight, shape and size 
among adolescents 
 
Improve body weight, shape and size 
perceptions. Understanding ‘healthy’ bodies 
 
  
If you can learn to 
love your body… 
You will learn to love 
yourself 
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Campaign Philosophy 
 
It is important to be clear about the purpose of any marketing campaign. 
Marketing campaigns usually have one of three purposes (see table below) and 
sometimes a mix of more than one purpose.  The philosophy underpinning the 
It’s Your Move! Communication Plan is one of social marketing and to a lesser 
degree, advocacy. 
 
It’s Your Move! Campaign Philosophy 
 
Purpose Definition It’s Your Move!  
Publicity • Individual / organisation profile 
building 
r 
Social Marketing • Changing individuals’ knowledge, 
attitudes or behaviour around a 
particular health issue 
3 
Advocacy • Issues and policies 
• Changing physical, legislative, fiscal 
and social environments 
r 
3 
 
Available Hooks and Angles 
 
It’s Your Move! has several “hooks” or “angles” which are well established to be 
useful tools to engage the media.  These include; 
• New research    i.e. leading Australia in the battle against  
     overweight 
• Statistics     i.e. baseline data  
• Adolescents   i.e. our target group! 
• Principals & Staff     
• Parents 
• Celebrities and experts  i.e. Deakin experts, politicians 
• Local community issues  i.e. Local baseline data collection 
• A David and Goliath angle  i.e. Adolescents against the TV  
     advertising world 
• Corporate big brother   i.e. Adolescents against the multi-nationals 
 
These are simply the hooks and angles available to the project and don’t all  
need to be used.  For example, it may be more strategic to make partners with  
some of the multi-national companies than promote them as enemies. 
 
Methods 
 
Marketing methods vary greatly in terms of cost, time involved and mediums  
used.  Some of the marketing methods that seem reasonable to resource within  
It’s Your Move! capacity are outlined below; 
 
• Advertising (newspaper, radio) 
• Press releases 
• Merchandise (logo, stickers, magnets etc) 
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• Simple brochures distributed by inserting them in other people’s 
magazines 
• Brochure / leaflets mailed out using already established data-bases 
• Regular newspaper columns 
• Newsletters 
• Brochures 
• Large scale media launches 
 
You will notice these methods being included within the “how” section of the 
“who, what, when and how” plan. 
Phases   
 
The plan for the It’s Your Move!  social marketing campaign is mapped over 
three phases. These phases may overlap each other on a time scale (i.e. 
activities in Phases 2 and 3 may be happening concurrently), however the 
intent of each stage is different.   
 
Phase 1 is the initial phase of the social marketing campaign and intends to 
increase the awareness of the target group about this new local project.  
Hopefully, by the end of this phase the target group will know that It’s Your 
Move! is running in East Geelong / Bellarine Area and has a focus on healthy 
eating, physical activity and body image for adolescents. This phase requires 
the most intensive marketing over a short period of time. The project’s “take-
home” messages are introduced in this part of the campaign. 
 
Phase 2 will involve building on the awareness established in Phase 1.  The 
intention of this phase is to maintain the target group’s awareness of the 
project and to consolidate their awareness of the key messages.  As the 
target group should already have an awareness of the project, the activities of 
Phase 2 do not need to be timetabled as closely together or be as numerous. 
Evaluation 
Process Evaluation: 
Who-  Project Coordinator, Annie Simmons & Marj Moodie 
What- Documentation of the communication process over the project’s 
funding period (eg. methods used, number of newspaper 
articles, radio interviews, brochures etc), testing of materials 
with the target groups 
When- Continuous over the course of the project 
 
Impact Evaluation: 
 
Who- Deakin University Support and Evaluation Team 
What- Include questions that will evaluate the objectives of the 
communication plan in community readiness to change 
interviews (conducted with key informants), community capacity 
index 
When- At project conclusion 
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Symbols:    3= completed, J   = in progress,  
 
Л = not commenced yet 
 
5= commenced ahead of schedule 
 
6 = not commenced behind schedule 
 
:= not commenced as per schedule 
 
Л = not commenced yet 
 
Abbreviations: 
 
LM  Louise Mathews  (Project Coordinator) 
SPO  School Project Officer 
 
LSC  Local Steering Committee 
DSE   Deakin Support & Evaluation 
RC  Reference Committee 
PMC  Project Management Committee 
ISA  It’s Your Move! Student Ambassador 
 
Social Marketing Plan: It’s Your Move! 
 
What How Cost By Who Timeline  Status 
1. Pre-Publicity 
1.1 Press release re: funding  
      for  project 
1.2 Networking with the  
      settings 
1.3 Engage local marketing  
    consultant to develop the  
    materials for the project 
  
 
 
 
1.1.1 Press release for the media 
 
1.2.1 ANGELO, meetings, dinners, data  
         collection 
1.3.1 Employ 13th Beach Marketing to  
         develop materials 
 
 
 
 
As per invoices 
 
 
LSC & DHS 
 
LSC 
 
AS / LSC 
 
 
May 2005 
 
Jan 04 -July 05 
 
July 2005 
 
 
3 
 
3 
 
3 
2. Project Launch 
2.1 Publicity event required 
 
 
2.1.1 Minister for Human Services (Hon.  
         Bronwyn Pike) to Launch Project 
2.1.2 Invite Local Member and other Key  
         Stakeholders to the event 
2.1.3 Organise the running sheet of the  
         event 
 
 
 
As per invoices 
 
 
AS / LM 
 
AS 
 
LM 
 
 
Apr 2005 
 
Feb 2005 
 
Apr 2005 
 
 
3 
 
3 
 
3 
3. Marketing Portfolio 
 
3.1 Develop a marketing  
      portfolio to support the   
      implementation of all  
      phases of the You’re your  
     Move! campaign 
 
3.1.1Develop IYM stationary (eg.  
        letterhead, business cards) 
3.1.2 Develop a portfolio of photographs 
3.1.3 Further develop the IYM  characters  
         “doing” the IYM messages 
3.1.4  Develop IYM merchandise  
 
 
 
 
As per invoices 
 
 
 
LM 
 
LM 
LM 
 
 
 
 
Aug 2005 
 
Dec 2005 
Ongoing 
 
 
 
 
3 
 
3 
3 
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3.1.5 Secure an IYM link through the DHS  
         website for Health Professionals  
         section 
3.1.6 Keep copies of the newspaper  
         articles in an album 
3.1.7 Keep a chronological photograph  
         album of the project  
 
LM & PMC 
 
LM 
 
 
LM / AS 
 
LM / AS 
Ongoing 
 
Jan 2006 
 
 
Ongoing 
 
Ongoing 
J 
 
3 
 
 
J 
 
J 
 
4. Umbrella Slogan 
1.1  Decide upon test  
       Slogans 
 
1.2  Test slogans with target  
       Group 
 
1.3 Liaise with marketing 
company  
 
 
 
1.1.1 At a Project Management meeting, 
put in place a process for developing 
slogans 
1.1.2 Conduct Individual discussions/ focus 
groups with School Project Officers 
and IYM Ambassadors 
 
 
 
As per invoices 
 
 
LM 
 
 
LM & SPOs 
 
 
 
 
 
 
Ongoing 
 
 
Ongoing 
 
 
J 
 
 
J 
 
5. Tests and Checks 
5.1 Continually check the  
      messages are consistent  
      with the umbrella  
      message, credible,   
      relevant, believable,  
      understandable and that  
      it evokes the right  
     emotion 
 
 
 
5.1 Individual discussions, focus groups   
      self-check (would you or your  
      neighbour read / listen to this?) 
 
 
 
Project 
Coordinator – 
School Project 
Officer time 
(documented in 
process 
evaluation) 
 
 
LM & PMC 
 
 
Ongoing 
 
 
J 
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    Social Marketing Phase 1: Increase the Awareness 
 
What How Cost By Who Timeline Status 
 
Students 
Increase students awareness of 
the IYM messages 
 
Teachers 
SPOs to provide updates to the 
staff about IYM messages, 
newsletters and materials 
 
Parents 
Inform parents of IYM project in 
school newsletters 
 
Develop parent tip sheets in 
line with Objective being 
implemented 
 
 
 
 
Develop 7 x Key Messages and relevant 
information for students 
 
 
Information to be placed in pigeon holes, 
bulletins and mentioned at staff meetings 
 
 
 
Information to be placed in school newsletter 
or letter home 
 
Parent tip sheets to be distributed  
 
 
As per invoice 
(Paul Kelly Graphic 
Designer) 
 
Photocopying 
 
 
 
 
Photocopying 
 
 
As per invoice 
(Paul Kelly Graphic 
Designer) 
 
 
LM & ISA 
 
 
 
SPOs 
 
 
 
 
SPOs 
 
 
LM 
 
 
July - Sept 07 
 
 
 
July 05–June 08 
 
 
 
 
July 05–June 08 
 
 
Ongoing 
 
 
 
3 
 
 
 
3 
 
 
 
 
3 
 
 
J 
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Social Marketing Phase 2: Maintain the Target Groups Awareness 
 
What How Cost By Who Timeline Status 
 
Maintain target group 
awareness of the project 
generally and consolidate 
awareness of the key project 
messages. 
 
 
- Develop points of sale displays for the 
Canteen Menu (colour coded and social 
marketing messages) for each school 
 
 
As per invoice 
(13th Beach 
Marketing) 
 
LM 
 
June 06- Oct 06 
 
3 
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     Social Marketing Phase 3: Support the Implementation of Specific Project Strategies 
 
What How Cost By Who Timeline Status 
 
Objective 2: 
Social Marketing 
 
Implement a social marketing 
campaign aimed at creating a 
consumer demand for healthier 
food choices and environments 
conducive to physical activity 
 
Develop social marketing 
assets to use with the 
intervention schools 
 
Develop social marketing 
assets to use with the 
participating food retailers 
 
Develop social marketing 
assets to use with the 
participating physical activity 
providers 
 
Develop social marketing 
assets to use in the community 
 
 
 
 
 
- Branding eg. Logo  
 
- Social Marketing Slogans 
 
- Develop a “how often” clause to   
  be incorporated into all related advertising 
 
- Radio Advertisements 
 
- Utilise all avenues of media to  
   cover events by writing media releases 
 
 -  Develop methods of promoting  
   messages by posters, flyers, post cards 
  
 -  Organise potential media coverage with  
     the Local Key ‘People’ 
 
  -  Presentation of certificates, by project    
     patron or affiliate 
   
  -  Adverts in major newsletters eg. Schools 
 
  -  Initial media release 
 
  -  Follow-up media release with success  
     Stories 
 
 
As per invoices 
submitted to 
Newcomb SC 
 
LM & SPOs 
 
LM & SPOs 
 
LM & SPOs 
 
 
LM & SPOs 
 
LM & SPOs 
 
 
LM & SPOs 
 
 
LM & SPOs 
 
 
LM & SPOs 
 
 
LM & SPOs 
 
LM & SPOs 
 
LM & SPOs 
 
July 05-08 
 
Jul 07 – Sept 07 
 
Jul 07- Sept 07 
 
 
Jan 08 - Jun 08 
 
Jan 08 – Jun 08 
 
 
Jul 07 – Sept 07 
 
 
Jan 08 – Apr 08 
 
 
Jan 08- Jun 08 
 
 
July 05 – Jun 08 
 
Sept 07 – Apr08 
 
Jun 08 – Sept08 
 
 
3 
 
3 
 
3 
 
 
3 
 
3 
 
 
 
3 
 
 
3 
 
 
3 
 
 
3 
 
3 
 
3 
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What How Cost By Who Timeline Status 
 
Objective 4:  
Water v Sweet Drinks 
(4.7 Parent Information) 
 
 
 
 
 
 
4.1 Promotion of Water: Water  
       Bottles) 
 
 
  -  Focus group parents to find out  
     knowledge, attitude and behavioural   
     ‘gaps’ 
  -  Design, develop and test parent   
     Information 
  -  Develop ‘Tip Sheet’ 
  -  Discuss modes of delivery for best parent  
     exposure 
 
  - Obtain funding for water bottles 
  - Design, develop and distribute water  
    bottles to the schools 
 
 
PC & SPOs 
 
 
 
 
As per Invoice 
(Paul Kelly Graphic 
Designer) 
 
Funding obtained 
from Barwon 
Water and 
Barwon Primary 
Care Forum 
 
 
LM & SPOs 
 
 
 
 
 
 
 
 
LM & SPOs 
 
Jul 07 – Sept 07 
 
 
Jul 07 – Sept 07 
 
Jul 07 – Sept 07 
Jul 07 – Sept 07 
 
 
Sept 05- Feb 06 
 
 
 
3 
 
 
Л 
 
Л 
Л 
 
 
3 
 
 
 
Objective 5:  
Breakfast 
(5.2 Parent Information) 
 
 
  -  Focus group parents to find out  
     knowledge, attitude and behavioural   
     ‘gaps’ 
  -  Design, develop and test parent   
     Information 
  -  Develop ‘Tip Sheet’ 
  -  Discuss modes of delivery for best parent  
     exposure 
 
 
PC & SPOs 
 
 
 
 
As per Invoice 
(Paul Kelly Graphic 
Designer) 
 
 
LM & SPOs 
 
 
Jul 07 – Sept 07 
 
 
Jul 07 – Sept 07 
 
Jul 07 – Sept 07 
Jul 07 – Sept 07 
 
 
Л 
 
 
Л 
 
Л 
Л 
 
 
Objective 6:  
Fruit and Vegetables  
(6.3 Parent Information) 
 
 
  -  Focus group parents to find out  
     knowledge, attitude and behavioural   
     ‘gaps’ 
  -  Design, develop and test parent   
 
PC & SPOs 
 
 
 
 
LM & SPOs 
 
 
Jul 07 – Sept 07 
 
 
Jul 07 – Sept 07 
 
Л 
 
 
Л 
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What How Cost By Who Timeline Status 
     Information 
  -  Develop ‘Tip Sheet’ 
  -  Discuss modes of delivery for best parent  
     exposure 
 
 
As per Invoice 
(Paul Kelly Graphic 
Designer) 
 
 
Jul 07 – Sept 07 
Jul 07 – Sept 07 
 
 
Л 
Л 
 
 
Objective 8:  
Walking and Cycling  
(8.1 Parent Information) 
 
 
  -  Focus group parents to find out  
     knowledge, attitude and behavioural   
     ‘gaps’ 
  -  Design, develop and test parent   
     Information 
  -  Develop ‘Tip Sheet’ 
  -  Discuss modes of delivery for best parent  
     Exposure 
 
 
PC & SPOs 
 
 
 
 
As per Invoice 
(Paul Kelly Graphic 
Designer) 
 
LM & SPOs 
 
 
Jul 07 – Sept 07 
 
 
Jul 07 – Sept 07 
 
Jul 07 – Sept 07 
Jul 07 – Sept 07 
 
 
Л 
 
 
Л 
 
Л 
Л 
 
 
Objective 9:  
Getting Active  
(9.1 Parent Information) 
 
  -  Focus group parents to find out  
     knowledge, attitude and behavioural   
     ‘gaps’ 
  -  Design, develop and test parent   
     Information 
  -  Develop ‘Tip Sheet’ 
  -  Discuss modes of delivery for best parent  
     Exposure 
 
 
PC & SPOs 
 
 
 
 
As per Invoice 
(Paul Kelly Graphic 
Designer) 
 
LM & SPOs 
 
 
Jul 07 – Sept 07 
 
 
Jul 07 – Sept 07 
 
Jul 07 – Sept 07 
Jul 07 – Sept 07 
 
 
Л 
 
 
Л 
 
Л 
Л 
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Appendix C: It’s Your Move! Communication Protocol 
 
Publications 
 
The Project Coordinator is the central point for all of the It’s Your Move! (IYM) 
related communications. To ensure that the IYM communications are as 
effective and consistent as possible it is important that all proposed 
publications be submitted to the Project Coordinator before going to 
print. 
 
This includes: 
 
* Newsletters   * Community Correspondence  
* Brochures   * Promotional Products 
* Journal Articles  * Presentations 
* Books Reports  * Web Pages 
 
All work in progress documents must be clearly labelled DRAFT. When 
material is sent to external stakeholders, the IYM Summary must accompany 
all documents to provide the broader context of the project. 
 
Branding 
 
When preparing your IYM publication, there are two logos and an 
acknowledgement that are to be used  
 
1. It’s Your Move! logo 
2. ‘Go for your life’ logo,  
3. Funded by the Victorian Government’s Community Support Fund  
 
 If you have any queries about the use of the logo please contact the Project 
Coordinator or the DHS Project Manager. 
 
Contact:   
 
It’s Your Move! Project Coordinator: Louise Mathews 
      Ph: 0439 952 562 
 
DHS Project Manager:   Kathy McConell 
      Ph: 9 637 4154 
 
      Helen Walsh 
      Ph:  5226 4735 
 
Media  
 
All inquiries from the media should be referred initially to the DHS Media Unit 
for information and advice on how the matter should be handled. This 
includes inquiries from local and State wide newspapers, television and radio. 
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IYM project should NOT, under most circumstances, comment directly to the 
media without obtaining the appropriate authorisation to do so. 
 
In the event of an incident occurring that may create media interest, the Media 
Unit is to be notified as soon as possible. 
 
Contact: 
 
DHS Media Unit    Bram Alexander 
      Ph:  9 616 8803 
      Mob: 0412 260 811 
 
Email: bram.alexander@dhs.vic.gov.au              
and cc: kathy.mcconell@dhs.vic.gov.au 
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Appendix D: Examples of It’s Your Move! Newsletters 
 
Newsletter 2: Term 4, 2005 
 
 
 
Newsletter 5: Term 3, 2007 
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Appendix E: Water bottle evaluation postcard 
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Appendix F: Canteen Menu (2006) 
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Appendix G: Parental Consent Forms for project activities and events  
 
 
PARENTAL CONSENT FORM 
 
I give permission for my daughter/ son _____________________of  
Year ________ 
 
to participate in the It’s Your Move! two day event at the Mercure Hotel, 
Geelong on the 24th & 25th of November, 2005 and that the information 
obtained can be used for research purposes associated with the project. 
 
I understand that my child’s name will remain confidential within the reporting of 
the projects direction and findings. Any concerns should be directed to Louise 
Mathews (Project Coordinator) appointed officer in charge. 
 
Name: 
 _____________________________________________________ 
 
Signed: 
 _____________________________________________________ 
 
 
 
MEDIA RELEASE CONSENT FORM 
 
I give permission for my daughter/ son _____________________of  
Year ________ 
 
to participate in the It’s Your Move! two day event at the Mercure Hotel, 
Geelong on the 24th & 25th of November, 2005 and that the information 
obtained can be used for research purposes associated with the project. 
 
I do/ do not give permission for my child to participate in media opportunities 
(eg. Newspaper Articles) and that they can be used in further presentations 
related to the project. Any concerns should be directed to Louise Mathews 
(Project Coordinator) appointed officer in charge. 
 
Name: 
 _____________________________________________________ 
 
Signed: 
 _____________________________________________________ 
 
 
 
 
 
 
 
